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Date: October 28, 2008 

To: All Prospective Contractors 

RE: Outreach Campaign for Promoting Reusable Bags #IWM08015 

Addendum No. 1 
To the Request For Proposal, Secondary (RFP(S)) 

1. Attachment 1 to this Addendum contains a list of all businesses who have 
registered their interest in this contract to date.   

2. The following questions were submitted in response to the RFP(S) and answers 
to each follow the question. 

Q1: Our question for the subject contract is:  The $79,000 budget, is this the total budget for 
the project or the administrative fee for the company that will implement it. 

A1: This is the total budget allocated for the project. However, actual contract amount will be 
determined by costs identified by proposers on the Cost Proposal Sheet. 

Q2: Has the core message or tagline been worked out already or do you need the creative to 
be developed as well?  The service need and methodology talk about distribution of 
existing video and radio, but are there any printed items such as posters, ad templates, 
graphics, media releases, etc that we can use or does that need to be developed within this 
proposal? 

A2: Page 19 references traditional marketing efforts combined with in-house participation. 
Q3: On page 5 it says it is a 6-month effort and on page 6 it says a 3-month contract. Which is 

accurate? 
A3: Please refer to page six.  Under Contract Term, it states: “The term of this agreement will 

span approximately three months.”  This is incorrect.  The term of this Agreement will 
span approximately six months. 

Q4: Will media be counted within the total budget?  Does that expense also get a 5% 
preference?  

A4: Media will be counted within the administrative budget. No, this will not get a 5% 
preference. 

Q5: When the proposal discusses "in-house" resources for building websites, does that mean 
in-house to CIWMB or in-house to the proposing firms?  Cielo Marketing 

A5: Page five refers to a website that would be created using in-house (CIWMB) resources to 
provide information and education to the general public. 

Q6: When should we expect answers to the questions?   
A6: 10/27/08 
Q7: Will there be a pre-bid call?   
A7: No 
Q8: Is there an incumbent contractor for this task? If so, who?   



A8: No 
Q9: Has the CIWMB met there DVBE goal of 3% this year?   
A9: Not yet, we recently completed our first FY quarter. 
Q10: On page 5 under Service Need, it is stated that this contract consists of "PSA 

development."  However, on page 11 under Methodology, it is stated that "the contractor 
shall distribute existing (CIWMB owned) video and radio PSAs." Please clarify if the 
contractor will need to develop the PSA or if it will be pre-existing.  

A10: The video PSA is pre-existing.  The audio PSAs will be developed by contractor in 
conjunction with OPA. 

Q11: On the Cost Proposal Worksheet, it is stated that the General project overhead should not 
exceed 15% of the bid. Do you consider labor costs to be part of General Project 
overhead?   

A11: No. General Project Overhead costs are not within the scope of the contractor.  
Q12: There is a lot of language throughout the RFP that refers to "earned media." Is it your 

expectation that the vast majority of the media placed will be at no cost?   
A12: Yes. 
Q13: Does the $79,000 maximum budget include media costs or is the media buy budget 

outside of the $79,000 maximum budget?  
A13: All costs must fall within the maximum $79,000 allotted.  Please refer to A1. 
Q14: There is no mention in the RFP regarding primary geographic and secondary geographic 

markets. Please outline your expectations regarding markets to be reached.   
A14: The primary geographic market is Los Angeles County. The secondary geographic 

market includes the Southern California area south of Los Angeles County—specifically 
Orange County. 

Q15: Could you please email me a list of companies who have requested a copy of the RFP for  
Contract #IWM08015    Public Awareness Campaign Promoting?   

A15: Please refer to attached listing. 
Q16: My company was responsible for the look and feel and the creative concepts and 

messaging. To be clear, we were not directly involved with the media buys or 
relationship building aspect of this project. Therefore, I believe that we can play a very 
important creative role in your campaign, yet we are not suited to task the logistical and 
relation building requirements of the contract. Is there an opportunity to divide and 
conquer with this contract so that one agency delivers the creative talent and another 
covers the rest?   

A16: The contract will be awarded according to the criteria outlined in the RFP document.  
Thus proposals must indicate the ability to successfully meet project objectives within the 
allotted budget, whether all tasks are performed by a single entity, or in collaboration 
with subcontractors of that entity.  Any and all subcontractors must be identified in the 
proposal. 

Q17: Can we access and review the CIWMB video and radio PSA’s that were mentioned on 
page 11, B.1 of the RFP prior to submitting the proposal?  If yes, were can we access 
them?  Are they available somewhere on CIWMB’s website?  Do they specifically  cover 
the reusable bags topic?  ? 

A17: Existing materials are in raw form and have not been released at this time. 
Q18: Will this public awareness campaign (under this RFP) only cover Los Angeles and 

Orange County market as stated on page 19 of the RFP?  ? 
A18: Yes. See Question #14. 
Q19: What are the partners and retailers that you mentioned you already have relationship 

with?  Page 19 of the RFP.  ? 
A19: This information will be available to the agency that wins the bid.  
Q20: Page 11 PSAs: Is it possible to see the existing PSAs that the contractor will be charged 

with getting placed? This could be helpful in determining potential partners.   
A20: The :30 second PSA is not public at this time but does involve celebrity talent. 
Q21: Page 12 - Partnerships: The RFP requests partnership development with local retailers 

and other organizations willing to display outreach/education materials. Are you also 
interested in larger public-private partnerships that could increase the media exposure?  If 
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so, would such a partnership be limited to the L.A./Orange County area?  Also, are there 
restrictions that would prohibit partnerships with firms in any particular industries?   

A21: Yes, we are interested in larger public-private partnerships that could increase media 
exposure throughout the state. However, the scope of this project is limited to the 
LA/Orange County areas and will primarily focus on PSA placement and partnerships 
within this region. 

Q22: Page 19 – Launch Event: Will the launch event take place in the Sacramento area, the 
L.A./Orange County area, or another location? 

A22:  The launch event will take place in the LA area. 
Q23: Pages 19 and 23 - Cost Proposal: Please advise whether any of the proposers’ budget is to 

be allocated for paid media. It appears that broadcast media is not, but is local print media 
to be included in proposers’ costs? If so, is there a minimum amount you would like to 
see allocated to print media? Will paid advertising be confined to the L.A./Orange 
County area?   

A23:  A small portion of the budget will be allocated for paid media. This will include a small 
budget for print media. Paid advertising will be confined to the LA/Orange County area. 

Q24: Page 23 - Cost Proposal: Under each Task on the Cost Proposal the following item is 
requested:  “Labor (Person Hr x Rate).” Do you want each person on a bidder’s proposed 
team to be listed separately with their hours and rate? Or are you satisfied with a single 
combined number of hours and blended rate for each Task?   

A24: Please identify all personnel on the proposed team as well as actual hourly rates best- 
estimated hours. 

Q25: Page 25 – Research: Item 3c on the Scoring Sheet lists the “Abilities of assigned staff to 
conduct the necessary research with proficiency . . .”   Does this refer only to researching 
prospective partners, or is there other research required? We could find no reference to 
research in the scope of work.   

A25:  Research would include finding appropriate broadcast and print outlets as well as 
prospective partners within the specified region. 

Q26 The contract budget is stated as $79,000. Is this the fee for the selected contractor? Is 
there a separate budget for print and electronic media buys, premium items and celebrity 
endorsements? If so, how much?   

A26: See answer to question # 1. 
Q27: Are there cities/counties that are more important than others for implementing programs 

and developing relationships?   
A27: See answer to question # 14. 
Q28: Is this contract only for placement of previously created advertising or will the contracted 

create/design new ads?    
A28: There is a newly developed video PSA. Broadcast PSAs will be created in conjunction 

with the contractor. CIWMB OPA will create/design new ads in-house. PSAs and ads 
will be placed by contractor but there will be no request for design. 

Q29: Is there an incumbent? If so, who has the IWMB previously worked with?  
A29: See answer to question # 8. 
Q30: Does the $79,000 budget include all media buys for print, radio, Web and television?   
A30: See answer to question # 1. 
Q31: Does the contract only cover outreach and distribution using existing public service 

announcements that have already been developed or are additional PSAs to be developed 
under this contract?   

A31: See answer to question # 28. 
Q32: Would the existing creative be modified by CIWMB staff to accommodate the messaging 

developed for this outreach and strategy or is there a companion core message the new 
messaging would coincide with? In other words, is there an existing brand for this 
campaign?   

A32: The existing PSA was created specifically for this campaign. 
Q33: Is there a designated portion of the budget earmarked for the event?  
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A33: Budget is determined by the proposers costs identified on the Cost Proposal Sheet.  Total 
proposal cost must fall within maximum allotted, as answered in previous questions. 

Q34: Are there any additional expectations that can be shared regarding event attendance, 
logistics or location?   

A34: CIWMB is looking to publicize the launch of this effort. No pre-determined expectations 
have been made. 

Q35: Based on the RFP, the strategy and proposal should assume all creative services and 
production for print, radio, video and Web will be developed by CIWMB’s in-house 
staff, is this correct?  

A35: This is correct, with the assistance of the contractor. 
Q36: All radio and video PSAs listed in the RFP exist in each respective length as 10, 15, 30 

and 60- second spots?   
A36: Yes 
Q37: All efforts related to this contract would be executed in the Los Angeles/Orange County 

market? Is this the “target audience” the RFP refers to or would the contractor be 
responsible for identifying a more specific target audience? PMC World  

A37: Yes, the efforts related to this contract will be executed in the LA/Orange County 
markets—the target audiences. The contractor will be responsible for identifying and 
narrowing the scope to appropriate media outlets within these markets. 

Q38: Is there a multicultural component to this contract?   
A38: No. Though the target demographic will generally be women, as research indicates that 

women are the traditional family grocery shoppers. 
Q39: The RFP notes that a prime contractor using a DVBE subcontractor for 5% (or more) of 

the contract work will receive a 5% preference on points. I understand the formula will be 
applied to the total points, but does it also apply to the monetary amount bid for the 
work?   

A39: The percentage preference is applied directly to the bid amount.

Q40: Is the Integrated Waste Management Board a nonprofit?  If so, do you have a Southern 
California Broadcasters Association (SCBA) number? 

A40: The CIWMB is a State/Government agency. 
Q41: Are there plans for a media relations program to complement the launch of the PSA 

program?  If so, will that come under a separate RFP?  
A41: We would like for the contractor to identify and form partnerships with retail grocery 

chains and there will be a press event to launch the program. 
Q42: B.2. Do print ad buy expenses come out of contractor’s budget?  
A42: See answer to question # 1. 
Q43: B.2.  In an effort to better plan for a strategic ad buy, who does the CIWMB define as the 

target audience for the print buy?   
A43: See answer to question # 38. 
Q44: B. 2. Will the CIWMB graphics department do all of the design for the PSAs and print 

ads?   
A44: Yes.  
Q45: B.2. Will the CIWMB cover all production for the print PSA mailing expenses 

(duplication, mailing) or is that the responsibility of the contractor?   
A45: Duplication and mailing will be the responsibility of the contractor. 
Q46: B.2. What target markets are most important to the CIWMB?    
A46: See answer to question # 14. 
Q47: B.3. Will the CIWMB do all the design for all the Partners Program collateral requested 

from prospective partners?   
A47: Yes, in consultation with the selected contractor. 
Q48: B.3. In the “Methodology” section it mentions an event plan, however there is no further 

mention of events in the RFP. Is developing an event required as part of the RFP? Is the 
development and execution of said event required as part of the response?   

A48: CIWMB looks to create a launch event to mark the beginning of this effort. CIWMB is 
fully prepared to utilize what resources it can for this activity. 
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Q49: Please clarify "Secondary method".  Voices, Inc. 
A49: The “secondary” RFP is used to obtain complex & unique services in which professional 

expertise and methods may vary greatly.  Creative or innovative approaches are needed.  
The award is based upon the highest-scored proposal. 

Q50: Do you have to be certified by the State of California to respond?  
A50: No. 
Q51: Are you requesting a fully integrated media plan?   
A51: No 

All other terms, conditions, and requirements of this RFP will remain the same. 

If you have any questions relating to this RFP process, please contact me at (916) 
341-6105 or at contracts@ciwmb.ca.gov.

Sincerely,

{Original Signed by} 

Michael Welch 

Contract Analyst 

Administrative Services Branch 

Attachments 
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